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Abstract 
This dissertation was written as part of the MSc in e Business & Digital Marketing at 
the International Hellenic University. The research tends to develop a research model 
and a statistical analysis on some of the effects of the recent revealed pandemic 
COVID-19 on consumer behavior in fashion industry. Humanity is now required to start 
intensive social distancing and adopt to new ways of living and socializing. While the 
2020 coronavirus pandemic requires governmental and individual safety precautions, 
the present document presents a careful examination of consumer and business in 
fashion industry and focuses significantly to reveal that it is also affecting consumer 
behavior due to the observed shift to value and essentials, transmission to digital and 
omnichannel, shock to loyalty, health and homebody economy. The figures in this 
study served to present how humans reacted as consumers, having experienced a de-
crease in income during the pandemic and having shifted to more mindful shopping. 
Consumers are also increasing adoption to digital and contactless services and are un-
doubtedly more encouraged to support a brand once its value proposition is impactful 
to social and environmental aspects as well as from convenience and safety during 
shopping. We discuss the execution of the research model by analyzing the reaction of 
a global sportswear and lifestyle company. In addition, this research has encouraged 
the distribution of a survey to reflect respondents’ behaviors in relation to their style 
and attitude towards shopping clothes and shoes in the pre-and-during COVID-19 pe-
riod. Our goal is to reveal the main components of consumer behavior in the COVID-19 
era and to identify untapped research opportunities. 
The student would like to thank Dr. Constantinos Assimakopoulos for his guidance dur-
ing all phases of the research and the two hundred and seven respondents of the sur-
vey for helping collect the data used for statistical analysis.  





This research is in no way intended to distract from the fact that the outbreak of the 
novel coronavirus is primarily a human tragedy affecting hundreds of thousands of 
people. Since its inception, this study has been much more than a University disserta-
tion. It was my need to make sense of the world; to open up when the market was 
closed, to observe connections when everyone was isolated, to be prepared for the 
next day in a period of extreme insecurity; to use a deadly virus as a motivation for de-
velopment rather than an excuse for stagnation. This study showed me the way to-
wards growth as a digital marketeer. Looking back at the path that I have followed dur-
ing this dissertation I see a route of knowledge and discovery. Many times, I felt lost 
and confused, overwhelmed by the miles I had to walk in order to see this journey 
through to the end. By conducting such a research, I am able to combine many of the 
learnings I got during the two years of study for my Master of Science in e Business and 
Digital Marketing with my daily work life and profession at adidas sportswear compa-
ny. My personal objective is to passionately keep moving forward in identifying, devel-
oping and implementing strategies for the growth of my personality as a human and as 
a professional. 
My warm gratitude goes to my supervisor Dr. Constantinos Assimakopoulos who wel-
comed the idea of the subject, provided me with guidance and support and offered his 
expertise and advice in every possible way no matter the circumstances and deadlines. 
Without his psychological and empirical help, this work would never have been fin-
ished. 
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1 Introduction 
Over the past few months humanity is witnessing COVID-19 as an unprecedented and 
unique phenomenon, that is disrupting the fashion industry worldwide and the close 
related sectors, which are facing significant changes that will affect the industry’s 
structure, the planning of the fashion calendar, the people’s style in apparel and foot-
wear and consumers’ purchasing behavior. This outbreak seems to have a global im-
pact on the shopping behavior of individuals and current study highlights the imminent 
impact on consumer behavior in fashion industry offering insights on how environmen-
tal and social stimuli related to crisis affect buys overall. 
Over the century, there has not been any pandemic of the extend of coronavirus in 
the world and such a fact indicates limited consumer behavior research. Undoubtedly, 
all pandemic or epidemic events throughout history have enormously transformed the 
social standards and more likely COVID-19 pandemic will do the same., Panic and fear 
are expected reactions during a pandemic or other major disease in an individual’s be-
havior, and it is considered that our brain’s primitive part  that supports a variety of 
functions, like emotion, behavior, motivation, is taking the lead and brings to life the 
survival mode. Fear is detected by a part of human brain named “amygdala” which is 
responsible to prepare human beings for emergency events and that affects con-
sciousness and self-awareness in individual’s choice to react in such an event. The pan-
ic buying behavior is a result of the overall effect of an emergency event in economy 
and society, as the shortages and undersupplies in goods and the sense of  losing con-
trol over the environment, together with the insecurity for the future and the anxiety, 
are psychological factors that affect purchasing behavior. [1] Researcher tends to re-
veal how fashion consumers behaved while deciding to buy a product that satisfied a 
specific need during crisis; the study below will reveal if fashion consumers were moti-
vated to make a purchase no matter the crisis or were they likely indulged to buy mad-
ly during the lockdown period or remain consisted in their usual buying habits. 
In comparison to other studies that have focused on the total burden of emerging 
events on people and considering that the epidemiological effectiveness and cost of 
precaution measures is clear, the objective of this research is to investigate a wider 
range of parameters which affect respondents’ purchasing habits, to understand peo-
ple’s pulse, to analyze and compare data to reveal if and how the pandemic is creating 
new consumer segments and in through which channel individuals approach the fash-
ion industry products. In this study, the researcher is targeting to acknowledge the re-
sponse of consumers in their buying habits during unprecedented situations that ad-
dress limited factory production and disrupted supply chain in the light of a rising 
change towards a more sustainable production model. Also, as various online media 
and social media platforms broadcast information in regard to the virus, the researcher 
takes the advantage of investigating if people rely on digital marketing channels as a 
guide to plan their purchases. 
This research can be considered as a two-fold study, as in the first part it conducts 
a literature review on the consumer behavior in other pandemics as well as in COVID-
19, and in the second part presents the reaction of global companies to this severe 
business shock in the landscape of building enterprise resilience, preserving business 
continuity and creating recovery plans. By collecting data from reports, business jour-
nals, market researchers’ opinions, this study will deliver some key takeaways that 
corporate leaders should be thinking about, as well as steps they have to follow to be 
predictive and proactive when approaching the consumer. 
In the following parts, a literature review is presented to support the research ob-
jectives and rationalize why this study is necessary by showcasing consumer expendi-
tures during similar pandemics, identifying gaps in the literature and the methodologi-
cal weaknesses of previous studies. Also, global consumer behavior and segments in 
brick and mortar shops and in the digital world before and during the pandemic peri-
od, will be deeply explored, as well as how the consumer-facing organizations first re-
sponded to the COVID-19 pandemic. World trade and commerce institutions face su-
preme losses as due to lockdown situation not only there is a break down in supply 
chain but also because quarantine measures result to closed retail stores and decrease 
in consumer demand due to health risk anxiety, falling incomes and growing uncertain-
ty. Giving consideration to all abovementioned, this research entails to gain academic 
understanding in consumer’s motivation and intention towards consumption of cloth-
ing goods in general and improve insights in the decision making biases that individuals 
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apply when shopping before and after the pandemic restriction measures. This study 
uncovers details on if the global momentum of omnichannel commerce by integrating 
sales across various channels, will engage consumers to spend more in purchasing 
fashion goods and whether the initiative of some brands to implement sustainable in-
novative design and production will align with consumer’s environmental feelings after 
the first lockdown period.  These research objectives will be investigated through an 
online consumer survey. Next, the methodology is developed, and the results of the 
statistical analysis are analyzed and discussed empowering the findings reported in the 
literature review. In the context of social uncertainty and its effects in consumer be-
havior, “adidas”, a large, German, global operating, and multifaceted sportswear com-
pany, may be a good case study during the ongoing COVID-19 crisis. “adidas” is a lead-
ing player and operates in a highly attractive industry, combining the trend of healthy 
living and wellness with sports and fashion. As luxury and sportwear continue to over-
lap in people’s stylish options, the company during the last years has seen a phenome-
nal growth across all categories gaining significant market share in Europe. On top, it 
translates its overall sustainable efforts into tangible goals that have direct impact on 
the consumers of sports and fashion. Having established a huge manufacturing net-
work over the years, its business strategy has helped “adidas” avoid a complete shut-
down of production and only face a slowdown. Similarly, with stores shuttered across 
the world due to the pandemic, adidas took advantage of its digital strategy priority 
initially set in 2017, and captured consumer’s need by addressing the right products in 
the moment of crisis; in response to the coronavirus outbreak, it launched a targeted 
online marketing campaign with loungewear and saw a huge business migration to-
wards ecommerce, keeping customers connected through its applications.  
A dedicated part with conclusions, limitations of research and discussion for fur-
ther analysis can be found at the end as understanding consumers’ habits in the face 
of this pandemic and beyond will provide vital information and input to businesses, 
marketing practitioners and future researches. In this study there is an exploratory in-
tention to understand if there exist more transitory consumer behaviors that may dis-
appear once the pandemic passes, or if such a pandemic will create transformative be-
haviors that may come to influence the society for the generations to come. Given that 
the world has not seen a pandemic of the extent of COVID-19 in over a century, this 
study includes an examination of the temporary habits individuals have when consum-
ing non-essential goods like clothes or shoes, but also applies a deep look on the habits 
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2 Literature Review 
There have been many studies which analyzed the evolution of a pandemic or other 
major disease in an individual’s behavior. They mainly reviewed people’s reactions 
against preventive measures which intended to keep a widespread outbreak from 
happening. Many researchers analyze the implications in terms of lost output and 
growth of macroeconomic sector due to decrease or change in consumption of goods, 
however there is a little consensus to the purchasing behavior in the fashion industry.  
All viruses appeared in different times took a toll on economy and in society, and this 
research is being conducted with an investigative look towards the consumer of fash-
ion goods, the moment that the virus is still present and the vaccine is not invented, 
and the value of the global fashion industry reaches 2 percent of the Global Domestic 
Product (GDP). The industry’s global online share of revenues reached 20% in 2018 
which tends to continue growing in the next years  [2] and the dominating companies 
across the world have adopted in depth the digital transformation enabling new logis-
tics and sales fulfillment options.  
2.1 Tackling the fall out of COVID-19 
While the impact of Coronavirus outbreak is still being felt globally, people who are 
infected across the globe, can transmit the virus for up to 5 days before their symp-
toms arise, or even transmit it without any symptoms at all. As of 1st of November 
2020, the number of cases reported has increased to more than forty-six million, 
whereas number of deaths to more than one million worldwide [3]; all critical cases 
are treated in intensive care units. Simple precautions from self-care to social distanc-
ing are strongly suggested by each government to avoid being infected or spreading 
COVID-19 and at the same time create awareness; regularity on hand cleaning and san-
itizer use; respiratory hygiene rules; limited visits to public places; maintenance of at 
least 1 meter (3 feet) distance between others; self-isolation are some of suggestions 
published in the World Health Organization [4]. Some months ago, no one would have 
made the prediction that in the upcoming months the virus would have been trans-
ferred from a small village in the wider area of China to the whole world. Scientific and 
medical communities are coordinating across regions to assess, respond and mitigate 
the impact of the virus, find effective treatment for humans in need and accelerate 
research for a COVID-19 vaccine; political leaders are justifying social distancing and 
lockdowns with the rhetoric of ‘wartime’ sacrifice, embracing self-isolation and taking 
measures to support their public health systems; economists process analyses and 
commentaries on the impact of the pandemic on international mechanisms of conta-
gion (trade, capital flows, financial institutions etc.) as well as the domestic impact on 
fiscal and monetary policies [5]. The industries and sectors impacted, however, can 
range further to include Fashion, High Tech and Telecommunications, Education, Envi-
ronment, Travel and Transportation, Manufacturing, Media, as well as topics such as 
political economy, population, income, gender inequality, behavioral economics and 
more.  
The virus itself and the economic impact has changed and will most likely continue 
transforming lifestyle and financial choices for every generation. People responses to 
Coronavirus have differed from state to state but there is also a great variety in their 
severity. Lock down measures and quarantine were ubiquitous, but not everybody re-
acted essentially to the measures of precaution. Quarantine is often an uncomfortable 
experience, as the individuals are recommended on enforced in some cases, to lose 
their freedom and stay at home with very limited reasons to justify their exit. The un-
certainty over the status of the disease and the bounded ways of expression create 
various effects in someone’s life, mentally and physically resulting in the transfor-
mation of daily habits overall, not only the buying ones. Change in buying habits is af-
fected due to reduced availability of goods, change of needs, limited access to goods 
caused by restricted store opening hours, closure of borders and companies’ restricted 
delivery policies; all above factors in addition to how consciousness is involving a re-
flection of reality but also a psychological constitution of objectives of buying behavior, 
have set the basis for the current research and analysis to be conducted.  
In the eruption of COVID-19 there is a scientific effort to analyze everyday data, 
make assumptions and predictions. There are researches on consumer purchasing be-
havior analyzing the internal and external factors that affect the final buy decision, 
however it seems that the external economic instability and its effects in consumer’s 
mental health can be considered influential factors for the buying behavior of the indi-
vidual [6].  
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In the era of global trade, fashion industry is best described as a range of high-
fashion and mass-fashion brands, which support the style of a group of people at any 
given time. The industry itself, as a business, includes a wide range of products; apart 
from clothing, footwear and accessories, the concept of fashion includes fabrics, raw 
materials and natural textiles along with the fashion pipelines; the extensive produc-
tion process of a product, the manufacturing, importing and exporting processes, de-
livering to wholesale distribution, retail, marketing and branding, contribute to the 
growth of fashion industry. Companies of chemicals, textile machinery, pattern mak-
ing, farming and agriculture join their forces and provide the competitive advantage 
for a fashion company. It is inarguable believed that during the last decade, this indus-
try claims a significant share of world economic output; the market has a growth of 
more than 3 percent per year globally and by 2025 the growth rate is expected to ap-
proach 5 percent per year. The acceleration is mainly driven by emerging markets’ 
demand increase as well as by the e-commerce growth and digitalization era [7,8]. 
However, the recent outbreak of COVID-19 seems to have impacted the industry in 
most of the regions including North America, Europe, Asia-Pacific and rest of the 
world. 
A wide range of books and journals are exploring the effect of a global pandemic 
on macroeconomic factors. Foreign travel, manufacturing and investment are only 
some of the areas affected by the uncertainty coming along with a virus. The border 
restrictions in travelling and transportation as well as the limited exchange of goods 
lead to supply chain side effects (limitation in imports and exports) but also to a de-
crease in overall consumer demand. Governments are driven by the high number of 
cases and launch the “Stay Home” campaigns as a precaution measurement; the worry 
of spreading the various and the compliance with government measures lead to signif-
icant fall in manufacturing output as workers do not go to work. Even countries with 
limited cases are affected since they lack availability of materials. Supply bottlenecks in 
times of uncertainty causes hesitation on investments by firms and result to loss of 
productivity. As pandemics cause a worldwide fall in tourism, consumers avoid visiting 
international or local public places complying with state’s precautional measurements 
and reducing the risk of transmitting the virus; on top the lockdowns results in store 
shut down for extended or limited hours during a day; this disruption in consumption 
influences the economy considerably [9,10].  
Looking at historical pandemic or epidemic events, in the 20th century the 1918 Flu 
pandemic, was by far the most severe, killing between 30 and 60 million worldwide, is 
examined in depth by various researchers concluding that negative effects in overall 
economy were mostly short term and coincided with the end of the war. Although 
some businesses in US economy presented 50 percent fall, there has been little dam-
age on the financial sector as the precautional interventions reduced mortality and re-
duced infections mitigated the impact on the labor force [11]. In the recent history of 
humanity there have been several epidemic and pandemic outbreaks. Ebola, SARS, 
Swine Flu are only some of the reported diseases by World Health Organization of the 
21st century [12], each one threatening populations across borders with different at-
tack rates, causing a unique effect in global health and changing the stability of global 
economies, transforming the social infrastructures and having impact on both health 
risk mitigation behavior as well as on consumer behavior [13]. In first place, the main 
focus was given on preventive health behavior and relevant literature approaches have 
been examined, to obtain some insights regarding the impact of pandemics in human 
attitude. Among other studies, the research of Lee, Lee, Ching, Fung and Kwok [14] for 
behavioral impact of SARS, indicated along with other findings that the anxiety about 
the virus was related to adopting protective health behaviors and revealed that people 
form their attitudes according to the level of anxiety. SARS virus belongs to coronavirus 
family and was identified in 2003 in the wider area of China. Having similarities in the 
way of infection with COVID-19, it has affected more than eight thousand people in a 
restricted geographical distribution and was characterized as an epidemic [15]. SARS 
negatively impacted the international tourism, transport, and business sectors, as well 
as manufacturing industry. It is of great interest that in one of the most important are-
as for this sector, Guangdong, the shipments have been decreased by one third due to 
limited local demand [16]. It is equally important to be mentioned that even a health 
crisis can bring the native powerful economy of China in one of the most severe socio-
political crisis for the Chinese leadership, although this virus was effectively brought 
under control during the second semester of 2003 [17]. Under the light of this in-
creased uncertainty and with people remaining at home to protect themselves from 
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the virus, among other sectors that have been interrupted like Tourism, Transportation 
and Supply Chain, consumer spending has significantly decreased in Retail sector. With 
the fear of infection, it is worth mentioning that during SARS direct purchases have 
been minimized to almost zero, and that the virus has caused serious disruption to 
short-term economic growth [18]. Quick return to economic and social norms in-
creased consumer confidence and many sectors that had faced a decline on demand 
were replenished bringing back to life some purchases which were forgone at the 
height of the outbreak [19]. The research of Yarmohammadi, Sharifabad, Rahaei and 
Sharifirad [20] for Swine Flu, appeared in 2009, has revealed that humans tend to 
adopt an avoidance behavior in order to protect themselves and others. Above men-
tioned, did not necessarily lead to the assumption that perceived severity was related 
to protection motivation. The first outbreak of Ebola virus disease was reported in a 
community near Ebola River in the Democratic Republic of Congo in 1976. Gamma, 
Slekiene and Mosler in [21] have conducted an analysis for Ebola, resulting through the 
RANAS approach, that the social norms together with the beliefs of individuals are 
considered important psychological factors that influence the adoption of prevention 
measures towards the virus. It was also considered that behaviors which could poten-
tially prevent the spread of Ebola are crucial in impeding further transmission in the 
population. Since 1976, 26 outbreaks of Ebola virus have occurred in ten countries of 
Africa, with the latest one in 2014 being reported as the largest outbreak of this dis-
ease with four thousand deaths in two years which has mainly disrupted the function-
ing of agricultural market chains. Transportation difficulties and travel reluctance re-
sulted in a relatively limited impact on agriculture production, severe disruption of 
market chains due to movement restrictions and the fear, but major impact on income 
generation and purchasing power and food item availability. Moreover, the economic 
slowdown in agricultural market sector decreased even more the already low buying 
intention and local countries have seen a decreased purchasing power in primary sec-
tor products such as domestic animal products [22]. It is also widely analyzed, how in-
dividuals and organizations are affected by a robust range of events happening in soci-
ety; for example, pandemic disruption influences the economy considerably. Risk-
averse consumption behavior, downturn in economic activity and changes in shopping 
motives are some of the listed results. More specifically, as consumer motivation is 
changing, the demand which depends in restocking necessities and replenishing items 
is transformed. Restriction of freedom during a lockdown, boredom, environmental 
consciousness, concern for the carbon footprint in the environment and overall worry 
about society, seem to be some of the consumer individual’s motives of that result in 
overconsumption of goods or overspend, whereas some people seem to be more care-
ful in their purchases in expensive brands [23]. 
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3 Getting to know the consumer in crisis 
Why, what and how consumers buy is rapidly changing due to the COVID-19 outbreak. 
Consumers prioritize their buys on the most basic needs, sending demand for hygiene 
and cleaning, while demand on clothing and shoes that belong to non-essential cate-
gories is decreased. The factors that influence brand decisions to accelerate their pres-
ence in the marketplace as well as digital commerce are also changing. Online sales are 
not a new phenomenon for fashion industry, but the speed with which post COVID-19 
consumers have gone online, has led to a metamorphosis of the demand. 
3.1 Metamorphosis of the demand – Buying Behavior in the new normality 
As Kirk and Rifkin propose in [24] there are three phases through which consumers 
cross the roadmap of purchasing during COVID-19 time. First comes the reaction to the 
threat, during which it has been observed that in the early times of the outbreak there 
has been such an extreme spending in household goods, that shelves were cleared 
from disinfectant and cleaning products, water and toilet paper in a level that suppliers 
could not meet the on time restocking. As previously mentioned, people tend to pur-
chase necessity goods, and by driving a high demand on these products, markets result 
in limited availability which contributes to an enhanced consumer insecurity and dis-
comfort due to supply chain disruptions. Consumers seemed to go out of their way to 
ignore precaution measures into the bargain; more specifically psychological reactance 
is triggered if individual perceive a threat or risk in their behavioral freedom. In par-
ticular the COVID-19 outburst may have employed fear feelings of restricted availabil-
ity of goods such as face masks and soaps of disinfectant and resulted to overbuying 
reaction of consumers. The second phase indicates that consumers start having copy-
ing behaviors; people tend to cope each other utilizing technology and adopting new 
behavior; with the use of technology as an effort to remain virtually connected in a 
time during which social distance is mandatory, or by engaging due to product short-
ages in do-it-yourself projects as a need to remain productive or bringing to life some 
of their plans that due to limitations could not be implemented, such as painting their 
homes. Brands are also treated differently; giving consideration in some psychological 
theories also mentioned in [24], as consumers begin to cope, they are considered to 
commit to a brand based on its beliefs and its engagement towards them, as well as 
it’s response to an emerging event and the environment. Similarly, brands which have 
been funding to support COVID-19 efforts or promoted messages aiming to help curb 
the pandemic or reassure consumers during the crisis, are reported to have enhanced 
the relationship with their consumers. Initiatives of keeping the communities together 
and connected through digital, showing brand’s shared support and emphasis added 
value to customer journey. The global measurement and data analytics company Niel-
sen [25] released a study on the "homebody economy" amid the COVID-19 pandemic. 
According to the Nielsen study, technologies such as the Internet, big data, media con-
vergence, online retailing and robotic delivery helped news, information, and goods 
flow quickly. Treatment and quarantine measures were continuously implemented, 
risks were monitored in real-time and other new technologies like drones and tele-
medicine assisted in virus control. At the same time, although home quarantine has 
restricted people from outdoor activities, it can be seen contactless delivery services 
like O2O fresh food platforms helped guarantee normalcy. These contactless services 
and online shopping that made life convenient for consumers while also contributing 
to the success of disease prevention, although disrupting the traditional distribution 
channel is setting the ground to change the way people are consuming goods. Conse-
quently, consumer adaption of new behaviors affects marketing communications, 
which seem to target on demonstrating consciousness and acknowledging the impact 
of such a pandemic showing in parallel how their products can help people cope. Step-
ping to the third phase of Kirk’s and Rifkin’s proposal on how consumers will adapt the 
new reality [24] apart from changing the way a person is reaching goods, a change in 
the identity of that person is also expected. Acceleration of technological means will 
expand the boundaries and opportunities of the humanity across markets but will also 
fundamentally change the nature of human interaction and be harmful to health, men-
tal fitness and happiness as people may come along with feelings, such as loneliness, 
fear, or isolation [26]. During the quarantine phase of SARS pandemic in 2003, one of 
the most successful retailers worldwide nowadays, Alibaba, taking advantage of the 
fact that the Internet became the mass medium in China, has transformed its offline 
  -19- 
presence to online channel. People showed unwillingness to step out of the house for 
anything but the essentials therefore many Chinese started shopping online [27]. 
Deloitte’s report analyzes consumer behavior during coronavirus crisis in the danish 
market and predicts among others that purchasing convenience together with the con-
tinued social distancing will embrace a new buying habit and consumers will perform 
their buys more through digital channels than physical stores. To that extent, it is also 
speculated that elderly population will turn to online buys as an effect of restriction 
measures of self-quarantine. Moreover, as the online competition will grow, more re-
tailers will acquire digital services.  
Like in all industries, COVID-19 pandemic did not leave fashion industry undisrupt-
ed. The impact is visible in apparel, shoes and luxury goods retail sales with a forty-
three percent drop in Europe [28] since due to the low consumption of non-essential 
goods and in response to low manufacturing production due to factories shut down, 
stakeholders of the industry in reaction to virus reduced or totally cancelled the de-
mand in global suppliers; the progression of lockdowns happened rapidly and halted 
manufacturing across all countries including China as the largest manufacturer and ex-
porter of fashion products in the world and Italy with the full focus on the technical 
performance of fabrics and yarns [29]. To minimize the spread of virus, retailers have 
closed stores after governmental urgings, but some of them having already bridged 
digital technologies with consumer will, shifted their operations online. The world of 
fashion was already culturally and commercially involved in the digital world in re-
sponse to the pressure for growth, speed markets and cost efficiency. Digital was om-
nipresent in many companies across the industry. Digital transformation opened new 
paths to growth by leveraging digital technologies, trends, operating structures, and 
business models. But digital transformation was not just about technology; digital cre-
ated an operating system that allows brands to be faster, more agile and responsive 
and digital enabled them to meet and exceed new consumer expectations with a bet-
ter and more relevant experience targeting on personalization [30]. To argue on con-
sumer’s shift to online buying it is of great interest to mention the example of Zalando, 
a European, Berlin based, leading online fashion platform. Based on company’s official 
reports published in May 2020, the first quarter of 2020 during which there was a 
strong outbreak of the COVID-19, there has been a drop in sales as consumers had to 
adjust to the new reality. Zalando nevertheless, during the second quarter, even when 
the pandemic was gradually stabilizing in some markets, reported 1.29 billion site visits 
which rocketed an increase of 31.4 percent versus 2019 and 34.1 million active shop-
pers, growing by 20.4 percent versus previous year [31]. Consumers despite this tem-
porarily stabilization phase remain skeptical and uncomfortable in shopping in public 
places and had already accelerated online experience from previous quarter [32]. 
Eventually the company ended the first half of the year with an increase of 19.6 per-
cent is revenues and 180 new brand-partners in its customer portfolio. Someone could 
consider that it is too early to quantify the impact of the recent pandemic in fashion 
industry and above example can be considered as an exception. Indeed, McKinsey is 
examining in [33] the collision of COVID-19 on North America’s apparel and fashion, 
reporting that some fundamental foundations of the industry have been affected even 
temporarily; traffic and sales have been deducted in offline retail; online traffic is un-
stable as the high number of visitors in fashion online numbers due to increased free 
time surfing on the Internet is not translated into conversion; promotion and flash 
sales have reached to a limit as companies face a risk of giving away margin. In the first 
peak of the pandemic, Amazon has reported a forty percent decrease in sales in all ap-
parel categories, whereas homework and sportswear fared a little better due to peo-
ple’s sentiment to feel relaxed while staying at home or buy new activewear for the 
permitted outdoor activities. 
Consumer’s psychological and financial health are factors that create a stronger 
bond between businesses and customers and highlight business winners respectively. 
During a crisis period though, the sense of losing control, the uncertainty, anxiety and 
instability feelings of customers transform buying behaviors and may lead to panic 
buys and stockpiling of necessity goods, as a method of preparation for a possibility of 
global crisis. In addition, with lockdown and social distancing as Jagdish Sheth observes 
in [34], consumers change their consumption needs and buying habits by postponing 
buys of non-essential goods, by improvising and finding alternatives instead of goods 
that are stocked out and by growing the market of influencers with the massive use of 
social media through which they stay connected with their peers, friends and families. 
Home delivery as a lockdown effect is breaking the old habit of visiting a brick and 
mortar shop as it seems to add value to consumer convenience and impulse buys. As 
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an update of coronavirus in the state of fashion during this year, McKinsey [35] pre-
dicts that sixty five percent of fashion consumers will decrease their spending on ap-
parel and shoes looking to purchase off price or discounted products and that it may 
take up to two years for mid-market brands and retailers to regain consumer trust. In 
the meanwhile, this tendency will result in massive inventory build-ups. For luxury 
brands however, comparing data with the previous economic crisis in 2008 – 2009, 
consumers are expected to return more quickly to full price products. As consumers 
tend to reassess their values and impact to the planet around them, there has been 
observed a rise in the sustainable buying preferences towards planet friendly and ethi-
cal brands. The pandemic has brough values like recycling and reducing pollution to 
the focus area of consumers, and out of the total two thousand surveyed population in 
another McKinsey research, more than half have changed their lifestyle to decrease 
their environmental footprint and more than sixty percent purchased products in envi-
ronmentally friendly packaging [35,36]. The results of the survey enhanced the finding 
of Kirk and Rifkin that consumers show more empathy towards a brand that has social 
and environmental commitments. Spending time with friends and family and exploring 
nature as an effect of the preventive measures, have tackled individual’s intention to 
think more about the value of the planet and wellbeing of other people, and to equally 
consider natural resources valuable as the shock of such pandemic, revealed that noth-
ing should be taken for granted. The desire for change will bring a shift to consumption 
patterns that will improve environmental conditions [36]. 
In the following chapters, targeting to gain understanding on behavioral insights of 
consumers, we will present some traditional characteristics of fashion brand’s buyer 
persona profiles and we will examine how fashion markets have reacted to the crisis in 
the face of a potential global recession.  
3.2 Consumer Persona Profiles 
Traditionally, fashion brands used to segment their consumer portfolio based on 
income, gender and age, but with the unleashed power of social media in accordance 
with the influencers market growth there is an evolution on the way younger genera-
tions experiment with their budget and style. Marketers and design companies take 
advantage of various data sources in order to acknowledge their target audience, as 
well as of artificial intelligence that helps them determine which product range is more 
competitive, which combination of goods can upgrade people’s style and in which per-
sona profile their consumers belong to. Business strategies are formed accordingly to 
boost sales through cross selling and up selling functionalities.  
3.2.1 Traditional Consumer Persona Profile 
The use of market segmentation has been the basis for marketing analysis as the 
brand experience and the purchasing preferences vary depending on the different 
characteristics of each segment. There  have been identified four age based sources 
that economists recognize as customer segments; Baby Boomers (in the age between 
56 – 75 years old), Generation X (in the age between 40 – 55 years old), Generation Y 
or else known as the Millennials (covering the age range from 24 to 39 years old) and 
Generation Z (between the age of 18 and 23 years old). Exploring the clothing product 
experiences of Baby Boomers it has been suggested that they are focusing on the aes-
thetic properties of a product as well as on the emotional reaction they get; for exam-
ple joy or satisfaction when quality and softness meet their expectations. They give 
value to the product experience and the stronger this experience is the stronger gets 
their bond with this product [37]. Members of this group enjoy shopping in physical 
selling points, but they lean to familiar online retailers as well. Baby Boomers have the 
tendency of feeling self-confident and secure, enjoy experiences over materialism and 
will spend more for a feeling of luxury. In the UK they are considered to hold fifty one 
percent of the country’s total wealth, consequently they have above average levels of 
disposable income to spend [38]. Generation X shoppers are looking for high quality 
products that is also relevant to its’ price. Consumers in this category seem to like 
searching online for a product but prefer going in store for buying it and they are famil-
iar with online price comparison. They also have the recent tendency to adapt some 
new omnichannel habits, like click and collect or reserve to store. The individuals be-
longing in Generation X demographic category have quickly adopted new technologies 
and they are in favor of easy-to-use loyalty programs. As for Millennials, mobile in-
tense usage doesn’t mean the end of the store visit; they want an omnichannel pur-
chasing experience where physical buy meets the new mobile habits [39]. Individuals 
belonging in the millennial demographic segment, seek for customized experiences 
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and streamlined payment options. Having grown up with mobile technology they look 
for convenient purchase through mobiles and saw preference to self-checkout kiosks 
and digital payment technologies as Forbes is reporting. Social interaction with brands 
is also important to this group, and brands have taken advantage of this tendency; 
embracing the importance of experience a popular American athleisure brand, Lu-
lulemon, offered in-store fitness activations for visitors targeting to become an enter-
tainment sport and meeting point for consumers [40,41]. Compared to previous gen-
erations, one of the Millennials’ main characteristic, apart from fast buying, is their 
consciousness towards environmentally friendly products, and their will to pay more 
for sustainable products, which contradicts to their low incomes [42]. Members of 
Generation Z is a relatively young group of consumers who seek interaction with both 
their families and friends as well with businesses and brands through social media; 
they have extensive knowledge of fashion and support brands which keep connectivity 
and interaction with them and creates the feeling that they are also able to contribute 
to brands mission. For this segment of buyers, fashion should commit to sustainability 
with strong ethical messages as they are of the opinion that brands should be account-
able of addressing environmental and social issues. With technology being the main 
mean of communication, they are focusing on freshness, new products and unisex 
trends and create new fashion channels with resale and secondhand clothes as well as 
with clothing rental; they are able to find unique, affordable and ecofriendly pieces 
[35,40,43]. 
3.2.2 Digital Consumer Persona Profile 
Online consumer journey can navigate individuals in a variety of information and 
products; online decision making on buying goods does not differ much than the of-
fline one as both have as a common basis the consumer’s characteristics and tastes. 
The essential difference between offline and online shopping environments is the 
technological mean which is available to consumer; although still some consumers 
seem to be skeptical with online buys as they are not able to feel the quality of materi-
als or cannot try the clothes or shoes on, each one of the aforementioned characteris-
tics of each consumer category meet their desire in a comfortable and convenient way 
when digital means are applicable. As Punj examines in his theoretical analysis [44], by 
taking advantage of electronic decision aids, such as online price comparison agents, 
chatbots or virtual shop assistants, the online purchasing journey is mainly driven by 
the convenience offered and consumers seem to make better decisions when shop-
ping online. Digital transformation and alternatives in consumer spending habits are 
brought to life through e-shops, social media, Instagram, and Facebook ads or through 
innovative ways of shipping, such as drone technology. The fashion marketplace now-
adays is global and information in the new era is distributed across the world via mo-
bile communications and the Internet. As revealed in [45] there is a direct and signifi-
cant relationship between social media and this industry as they allow brands to stay 
active and keep engaging with their consumers, promote various events and initiatives, 
and build brand awareness. This two-way communications network give access to 
marketers to understand the consumers’ needs, since the last ones take the oppor-
tunity to express their preferences directly online, by asking questions, describing 
products themselves, recommend a product for buying or share product experience 
and discourage someone else from buying. Generation Y or else named Millennials and 
Generation X group members have grown up as digital natives, but less is known about 
the digital habits of Baby Boomers. As Cowen indicates in a performed combined sur-
vey across UK, Germany, Japan, and US, fifty five percent of Instagram users that be-
long to Generation Z and Millennials are more likely to follow a brand on their official 
profile across all cities. Similarly, at least ten percent of those two segments purchased 
goods across Instagram and Pinterest. Surveyed population in America also concludes 
that almost thirty percent of Facebook, Instagram, and Pinterest users have purchased 
a product from a brand they discovered on the platforms. Global fashion retailers like 
NIKE, ASOS, and Chanel have activated the influencers channels for photo and video 
branding opportunities and have created online brand ambassadors. YouTube is re-
ported to have reached more Millennials and Generation X users in a timeframe of 
twelve months achieving over one billion monthly users [46].  Particularly for Genera-
tion Z group members, it is perceived that taking advantage of their familiarity with 
technology, they are motivated to purchase a product with good online reviews, which 
also has a competitive price and ca be adjusted according to their preferences. Access 
to information, exclusivities, personalization and omnichannel experience seem to be 
important factors for the modern digital fashion consumer, as fashion for them is a 
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way to express their style and individuality and also maintain online relationships. De-
spite that consumer’s buying habits have become more volatile in the era of fast fash-
ion, the digital customer is attracted to clothes and shoes which reflect new fashion 
trends, have immediate availability and low risk of purchase. Using cross channel digi-
tal options, including e-commerce, social media, mobile applications they look forward 
to increasing the level of their involvement by openly promoting advantages and dis-
advantages of products, seek for competitive prices and customized purchasing crite-
ria. One of the most valuable standards for the digital fashion consumer is to have ac-
cess to data no matter his location, either by buying products through various devices 
and multi-screening or by achieving an omnichannel shopping experience [47].  
Likewise, the available shipping options seem to influence browsing behavior to-
wards purchases. Last year an American global consulting firm named Alix Partners 
[48], has conducted a survey across some European countries, the US, Japan and China 
and reported that majority of the surveyed population is searching online for products 
based on the available shipping methods/options. Speed and shipping cost seem to 
importantly impact the purchasing behavior of US consumers, whereas free, speed de-
liveries of three to four days are of great significance also for German citizens. Depend-
ing on the market, the value-added services’ and especially home-delivery feedback 
varied due to individuals concerns for loss and damage. When it comes to order ful-
fillment and delivery, apart from deliver to the consumer’s place, click and collect or 
drop off at a collection box is also an available option. Consumers have the possibility 
to purchase products online and then pick them up at a pre-determined location of 
their preference; consumers like the added convenience this option offers as it also 
reduces the risk and cost of missed deliveries. Forecasting and analyzing trends, it has 
been observed that sixty eight percent of consumers prefer this option of receiving 
goods, whereas the vast majority of them are in favor of buying something additional 
when they arrive at the store to pick up their order [49]. 
As in the mid-term there is an underlying concern the pandemic blowback in win-
ter, the ongoing lockdowns and the moving restrictions per country have put digital as 
an urgent priority for fashion businesses and social distancing precautions have 
brought out the necessity of digital channels more than ever. All kinds of fashion cus-
tomers are searching for the best places to indulge in a spot of retail therapy from the 
comfort of their home. Consumer’s demand will carry on and clothing and shoe com-
panies must strengthen their capabilities in digital as a recovery phase of this crisis or 
as a survival response to it.  
3.3 Business transitioning to next normal 
 The fashion industry among all other vital for the economy businesses has been 
experiencing the effects of the global health crisis of COVID-19; the challenges of the 
recent revealed pandemic have engaged global fashion companies to focus on busi-
ness continuity and be predictive and proactive in their decision-making to keep 
brand’s resilience. A slowdown in the growth of global fashion economy is expected 
and the months to come will bring fashion industry in a state of high nervousness and 
uncertainty. Global industry key players should react to the severe business shock oc-
curred by the pandemic and also reshape their business and recovery plan according 
to new consumer needs; mid-sized and smaller brands will have to put some extra ef-
fort to overcome the hurdles the pandemic unpredictability has brought to life.  
3.3.1 Reaction to cross-industry COVID-19 plan 
Numerous fashion brands have been experiencing operational disruption in supply 
chain, as well as transformation in consumer demands and purchasing behaviors, 
which have affected both retail and wholesale sales channels as well as design and 
manufacturing areas. Yet there are no extensive data per country to inspect the exact 
decline of orders in the apparel and footwear industry, but the Better Buying Institute 
has surveyed in May 2020 one hundred and seventy nine suppliers in thirty countries 
across the globe including the leading countries in manufacturing sector Bangladesh, 
Pakistan, India and China, in order to evaluate the impact of such a disease in garment 
workers and factories in Asia and the Pacific and in supply chain of fashion distribution 
overall. The survey resulted that sixty-four percent of apparel factories received can-
cellations from customers and thirty-five percent of the factories that participated in 
the survey, had buyers request for discounts of more than twenty percent on existing 
orders. Some suppliers reported payment term extensions of more than sixty days and 
other have been asked to push back the shipping dates of orders in the light that the 
situation would be improved [50]. 
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Struggling to sustain their operations many retailers and companies were led to 
bankruptcy protection; the iconic brand Brooks Brothers entered the bankruptcy pro-
cess on July 8. Similarly the British retailer Debenhams sought bankruptcy protec-
tion on April 9. Famous fashion brands have seen their retail revenues drop after the 
pandemic forced the closing of stores; companies that dominate the fast fashion in-
dustry like the Swedish retailer H&M reported fifty seven percent decline in their sales 
during the second quarter of 2020 as many stores in Europe and the US were not op-
erating due to the pandemic [51]. Likewise, other companies in the luxury fashion sec-
tor, including the New York based Carolina Herrera or Vera Wang which have received 
the PPP (Paycheck Protection Program) by US government, have been touched by the 
coronavirus pandemic and many of them seek for support in both government subsi-
dies and new ownership deals [52]. In the UK, smaller fashion companies are support-
ed by the government’s initiative to pay up to eighty percent of employee wages. The 
effect of such a pandemic on business is still crucial; given the importance of social dis-
tancing in curbing the spread of the virus, retailers have suspended services and com-
plied with governmental measures for the safety of their employees, their consumers 
and public. Even when more lenient measures will be applied to prevent the expansion 
of the virus, fashion consumers will most probably keep performing their purchases 
online but there will remain cases when an individual will return to the store; however 
this could only happen if the in-store shopping will seize feelings of safety and trust. A 
contactless shopping experience for example, requires a transformation of service 
since retailers should now pick, pack and deliver the goods consumers’ have ordered 
online, to the customers’ cars or to the in-store areas where they will be picked up. 
Either called “Click and Collect” or “Click Away” this process has already brought major 
changes in both the front- and back-of-the-house operations, which will be further ex-
plored in the next chapter. 
In the suggestion of Who to wear a face mask as a normal part of being around 
other people in order to suppress transmission of the virus and protect lives, many 
firms, both local small businesses and global high street brands, have started produc-
ing fabric masks in an attempt to help in the reduction of the virus spread but also as 
an alternative revenue; some came with a promise of a charitable donation (policy of 
buying one and in parallel donating one), while others are creating masks by reusing 
textiles or using left-over materials seeking to reduce waste [4,53]. Many news and 
fashion magazines [54,55,56] have revealed the initiatives of famous fashion houses, 
like Prada, Gucci, Yves Saint Laurent to seize the occasion of demand plummet for 
clothing and shortages of protective equipment, shift their focus on face mask produc-
tion and convert this new essential accessory into trend; instead of one size fits all sur-
gical masks, consumers seek for personalization fitting their needs in creative masks 
available in various prints and sizes and purchase them as a way to express themselves 
or because they acquire certain benefits a brand may offer. Brands attempted to en-
gage consumer by releasing mask and cap combos, by producing bikini swimwear and 
mask sets or by selling mask packs with their logos. Special reference is made by Har-
per’s Bazaar in the period of Spanish Flu of 1918 during which, reports from diaries and 
private journals observed that people and tailors became correspondingly creative 
with their mask-wearing. With signs of solidarity, fashion is trying to achieve customer 
retention by creating symbols of identity rather than accessories that support health 
and express social concerns. 
While reshaping business for an uncertain future some fashion firms step up their 
support for the frontline fight against Coronavirus. Several brands offered compensa-
tion to their retail teams and donations to support organizations providing immediate 
relief for communities impacted by COVID-19; others have launched creative digital 
campaigns embracing the stay safe and stay home statements encouraging people to 
remain inside and shift their requests for purchase online; some of them have opened 
the access to their premium applications to all users as free of charge. Fashion maga-
zines and journals have shared several examples worth to be mentioned; famous glob-
al sportswear brand, Nike, no matter that due to the virus was forced to close roughly 
ninety percent of its physical retail outlets, has announced that together with its foun-
dation and leaders would be committing more than fifteen million dollars to support 
COVID-19 response efforts and at the same time donated sneakers and apparel prod-
ucts to frontline healthcare workers. The brand has also provided accessibility to its’ 
premium training application Nike Training App to all memberships. Despite the fact 
that also luxury brands were to be impacted, the leading companies in luxury goods 
marketplace made also substantial donations; Ralph Lauren not only has proceeded 
with a clothing donation including loungewear such as sweatshirts and sweatpants, but 
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also provided healthcare workers free coffee and baked goods to thank them for their 
service, as well as donated ten million dollars through its’ foundation to coronavirus 
relief efforts. Fashion houses of Louis Vuitton, Givenchy, Dior and Fendi have supplied 
in the peak of the first lockdown the French authorities with more than forty million 
face masks [54,57]. 
Retail overstocking is one of the results that fashion brands came across as an ef-
fect of the decrease of sales. Based on McKinsey Global Fashion Index report a thirty-
five to forty-five billion excess inventory is expected from the spring summer season of 
2020, which will lead to discount product offers [58]. To keep alive though their opera-
tions in such breaking events, brands and retailers should adopt a new shape of P&L, 
create dedicated strategic sales plans for partners so that they release stock pressure, 
but most importantly create or expand their digital presence and offer new online 
shopping opportunities to consumers.  
3.3.2 Digital Change acceleration 
Fashion industry started to form its digital landscape already in the beginning of 
the twenty-first century. Social media, mobile marketing and Internet of Things appear 
to be some of the main tools which help the optimization of the dialogue between the 
brand and the consumer, create value and experiences and personalize content in or-
der to maximize customer engagement. The digital revolution in the industry appears 
to be a significant factor that influences consumer needs and buys. 
Similarly, to what happened in SARS when the shopping trend shifted to online 
purchases and remained at the new level after the outbreak decline, in the current 
pandemic more people are turning to online purchases and look for new enhanced ex-
periences. COVID-19 outbreak strengthened the already increasing trend of online 
shopping and encouraged the exploration of different means to access fashion items 
and services; not all brick and mortar stores though were prepared for this rapid shift 
to online sales. Having the retail stores closed many of them were forced to redefine 
how customers could relate to their products and created or started using their own e-
commerce businesses. Others, like Harrods who collaborated with Farfetch Platform 
Solutions, have made partnerships with existing digital platforms so that they keep 
serving their customers. Greater consumer satisfaction can be achieved through a bet-
ter online experience but as the consumer sentiments and behaviors have changed 
rapidly, in order for brands to have more profitable digital business they need to de-
velop new solutions and  focus on community building and personalization with the 
usage of superior digital interfaces and deliveries. Unluckily, as new competitors will 
enter the digital marketplace with a variety of product offers, smaller brands may not 
survive and the role of physical stores will be changed as retailers need to offer con-
tactless shopping opportunities for their customers; it is expected that the in-store set 
up will be transformed to a pickup point as a method to convert the online demand or 
even better to a meeting place for community activities [27,58,59]. In Italy, one of the 
most affected European countries, there has been reported a decline in online sales 
during January 2020 as a result of the pandemic first shock but in the end of the first 
quarter there has been observed a robust revenue growth in fashion and accessories 
categories, recording a peak during April of more than one hundred and fifty percent 
in comparison with same period in 2019 [60]. McKinsey initiated in May 2020, a virtual 
interview between European fashion executives in order to talk over the digital accel-
eration and the role of marketplaces in light of the pandemic crisis. The Senior Vice 
President of Supply in Zalando online fashion retailer, has verified that also in their 
business they faced huge swings both in supply with too much stock and in planning 
with low demand until March 2020; arguing the fact that demand shifted to online 
purchases he observed that “of our 32 Million active customers as of March thirty-first, 
seventeen percent are new (year over year)”. Because consumers prefer brands with 
clear missions and authentic communication together with ease in purchases it is cru-
cial for fashion firms to refocus on their core values in order to generate traffic and en-
gage customers in communities. In April, the new sign-ups in Zalando’s loyalty program 
were increased by one hundred and fifty percent versus February and March and the 
revenues started growing during Easter period when they reported sales of one million 
items. All panelists have highlighted the importance for companies to reevaluate their 
digital positioning, perform new partnerships and invest in marketing. Out of all digital 
means, mobile shopping is not the only digital trend which appeared as retailers start-
ed using augmented reality technology as well, to reimagine the digital shopping expe-
rience with virtual store fronts. Targeting to gain market share in younger consumers 
and create an immersive shopping experience for them, fashion companies design 
  -31- 
mobile applications like digital dressing rooms where customers are able to mix and 
match products, try them on virtually and purchase items even from home. With the 
use of data applications, they propose assortments to consumers based on the history 
search and cross sell items from different categories. Shopify recently reported that 
user interaction with augmented reality items showed ninety-four higher conversion in 
comparison to the simplest ones. Mobile arcade fashion games have popped up to en-
hance the user convenience, make digital shopping an entertaining experience of joy 
and happiness and create stronger relationships between brands and consumers. It is 
of great interest to share the initiative of Burberry fashion brands to collaborate with 
Snapchat on an augmented reality game, where someone can play, explore dressing 
closets, and shop with friends [58,61]. 
Together with significant changes in people’s lifestyle, health and wellness issues 
as well as concerns about each one’s environmental footprint, the pandemic crisis 
brought to surface new consumer’s expectations which mark the social and environ-
mental responsibilities of each brand and sustainability is playing a major role in the 
purchasing decision but also in  the shopping experience overall. 
3.3.3 Sustainable Fashion in the Wake of COVID-19  
COVID-19 virus is an event that changes our world, and the way people perceive 
the importance of things. As consumers are developing a strong sense of environmen-
tal goals, by shopping more consciously, fashion brands and retailers need to ensure 
that their production and operations are environmentally and socially responsible. As 
fast fashion has entered the stage clothing production is almost doubled since 2000, 
and fashion industry is considered to be responsible for ten percent of humanity’s car-
bon emissions [62].  Nevertheless, fashion sustainable product consumption has seen a 
shift in consumer mindset already since the beginning of the 21st century, as Millenni-
als and Generation Z consumers displayed a high tendency to buy eco-fashion and en-
vironmentally friendly items leading the brands to make improvements in gender ine-
quality, purchasing practices, child and forced labour and manufacturing conditions. 
More are needed though to design strategies that enhance traceability of production, 
shorten the supply chain and upcycle or recycle materials. Many customers have been 
purchasing goods thinking about the ethical aspects of their shopping experience and 
this pandemic is expected to accelerate a shift in the consumer mindset. As Bittner has 
highlighted in the McKinsey virtual interview “the ethical side is coming to the fore-
front and sustainability is becoming a bigger part of the decision purchasing process”, 
therefore it is of great significance that in order for fashion companies to thrive in the 
next normal they need to redesign their mission and value of products, having a con-
sumer centric strategy that will in parallel reevaluate the overproduction, overcon-
sumption, recycling, and reuse of materials and fabrics so that things are changed for 
better [58,63] 
3.4 Research Model 
Combining the knowledge gained from the studied literature and the discussion 
above, the present study attempts to contribute more to understanding deeper the 
consumer in the examined industry during the unusual times of COVID-19, by forming 
the suggested research model. In these terms, the researcher gathered five critical el-
ements to investigate if the way of consumer purchase intension for fashion goods is 
changed because of newly introduced different circumstances of living due to the pan-
demic. With insights of the Theory of Planned Behavior where the Perceived Behavior-
al Control was defined by Ajzen and the theory of reasoned action by Fishbein and 
Ajzen, the consumer intention to buy fashion products is a part of subjective norms 
and behavior and attitude [64].  
H1: There is a positive relationship between the Perceived Behavioral Control of 
fashion consumers and their intention to change after COVID-19. 
H2: Subjective norms among fashion consumers have a significant positive impact 
on their intention to change after COVID-19. 
Thinking about consumer’s concern for the physical environment we specifically exam-
ine if the ecological attitude can be powerful towards their purchase intention.  
H3: There is a positive relationship between fashion consumers' existing ecological 
behavior and their intention to change after COVID-19. 
In view of the expansion of eWOM because of its anonymous nature and wide range of 
contents it is also examined as a factor of high impact that may influence the purchase 
intention after COVID-19 pandemic [65].  
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H4: eWOM involvement has a significant positive effect on fashion consumer's in-
tention to change after COVID-19. 
Finally, the model examines the demographic factors which might affect the consumer 
attitude. Thus, the following set of hypotheses were proposed to investigate the inter-
action effects between these factors and the fashion consumer intension. 
H5: Set of hypotheses among demographics and the intention to change after 
COVID-19. 
H5 (a): Age has an impact on the intention of fashion consumer to change after 
COVID-19. 
H5 (b): Gender affects the intention of fashion consumer to change after COVID-
19. 
H5 (c): Marital status has an impact on the intention of fashion consumer to 
change after COVID-19. 
H5 (d): Educational level has an impact on the intention of fashion consumer to 
change after COVID-19. 
H5 (e): Income has an impact on the intention of fashion consumer to change after 
COVID-19. 
 
Figure 1 provides an explanation of the upward theoretical research model.  
 
 
Figure 1: Research model 
4 Questionnaire and Statistical Analysis 
4.1 Research Design and Methodology 
In order to accomplish the research and investigate the buying experiences and 
characteristics of different social groups, above literature review of how a pandemic 
affects consumer behavior as well as a development of variables resulted to the design 
of an online questionnaire. 
4.1.1 Sampling Unit 
The first stage of this analysis was to determine the population of interest and it 
was initially considered that individuals of the close environment of the researcher 
would respond on time and with accuracy. Respondents in a particular social area 
would reflect though a limited perception of how COVID-19 has affected the buying 
characteristics as the defined boundaries would result to narrowed assumptions. Later, 
considering that this pandemic affects all people worldwide and also that digital chan-
nels are used by the vast majority of consumers before, during or after making their 
purchases, researcher decided to extend the surveyed population to a wider social en-
vironment across Europe. No specific countries were selected with the objective to 
give a broad outlook on the consumer approach in the westernized world, given the 
fact that in the geographical area of Europe fashion markets and high-end industries 
the revenue of business is expected to reach an annual growth rate of seven percent. 
The target group of the survey was all consumers within the age range of eighteen (18) 
to over fifty-six (56) years old. The sample was randomly picked and consists of two 
hundred and seven (207) participants, six (6) of who are in the age of 18 – 24, one 
hundred and seventy four (174) individuals are in the age between 25 - 44, twenty four 
(24) people are in the age 45 – 55 and only six (6) people are over the age of 56 years 
old. The total sample consisted of eighty-nine (89) male respondents and one hundred 
and sixteen (116) females, whereas one percent did not want to give gender details. In 
the sample, the vast majority (87,5 percent) of the surveyed population belong to the 
higher educational level; 0,5 percent own the academic degree of a Doctorate, 49,3 
percent own a master’s degree and 37,7 percent own a bachelor’s degree. 12,6 per-
cent belongs to the mid-level education having graduated high school. Tables 4.1.1.1 
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to 4.1.1.5 contain the most significant demographic information of the participants. 
The type of sampling method that has been selected is nonprobability sampling meth-
od. 
Table 4.1.1.1: Social Demographic Data – Age. 
Value La-
bel 
Value Frequency Percentage Valid Percentage Cumulative Percentage 
18 - 24 1 6 2,90 2,90 2,90 
25 - 44 2 174 84,06 84,06 86,96 
45 - 55 3 24 11,59 11,59 98,55 
56 + 4 3 1,45 1,45 100,00 
Total 207 100,0 100,0  
 
Table 4.1.1.2: Social Demographic Data – Gender. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
MALE 1 89 43,00 43,41 43,41 
FEMALE 2 116 56,04 56,59 100,00 
N/A  2 ,97 Missing Values  
Total 207 100,0 100,0  
 
Table 4.1.1.3: Social Demographic Data – Marital Status. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
MARRIED 1 101 48,79 48,79 48,79 
SINGLE 2 77 37,20 37,20 85,99 
CIVIL PARTNERSHIP 3 21 10,14 10,14 96,14 
DIVORCED 4 8 3,86 3,86 100,00 
Total 207 100,0 100,0  
 
Table 4.1.1.4: Social Demographic Data – Educational Level. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
BACHELOR 2 78 37,68 37,68 37,68 
HIGH-SCHOOL 1 26 12,56 12,56 50,24 
MASTER 3 102 49,28 49,28 99,52 
PH.D OR MORE 4 1 ,48 ,48 100,00 
Total 207 100,0 100,0  
 
Table 4.1.1.5: Social Demographic Data – Income. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
0–8.000€ 1 34 16,43 16,43 16,43 
8.001-20.000€ 2 70 33,82 33,82 50,24 
20.001-35.000€ 3 47 22,71 22,71 72,95 
35.001-50.000€ 4 27 13,04 13,04 85,99 
50.000 plus 5 29 14,01 14,01 100,00 
Total 207 100,0 100,0  
 
4.1.2 Data Collection 
The questionnaire was pretested between the 17th and 19th of October, and dur-
ing this phase the structure of sections was reorganized, and several questions were 
rephrased so that respondents are introduced to new answer choices. Data were col-
lected between the 21st and the 30th of October, nine months after some govern-
ments’ first restrictions to the population on the free movement, while at the moment 
of survey completion additional restrictive measures are in place to combat the rising 
number of COVID-19 cases and with the future intention from each state of imposing 
further restrictive measures in high risk level regions. Participants completed an anon-
ymous questionnaire in English language which was distributed to them online; invita-
tion was received either through email or through researcher’s social media posts. The 
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scope and the objectives of this study were described to the participants, who volun-
tarily joined the research.  
The questionnaire consists of five (5) parts including the welcoming and thank you 
sections. Due to the pandemic nature of the virus the goal was to be fully aware of the 
survey’s participants profile and a demographics section was considered highly im-
portant. Demographic questions in the first main part were formatted to reveal the 
social, economic, and educational background of the respondent. The second part re-
flected the channels of preference for purchasing clothes and shoes; this part reflects 
which distribution channel respondents select to purchase fashion goods and which 
marketing tool is most attractive to them influencing them for the final buy. It will be 
helpful to conduct further analysis on whether subjective norms reshape consumer 
behavior and answers will give more insights on the way consumers prefer to reach 
goods and services and will reveal if the e-commerce presence will divert a degree of 
consumer traffic away from brick and mortar shops and if online trends and technolo-
gy are established enough to exclusively transform shopping to an ultimate digital user 
experience. The third part is aiming on developing an understanding on the psycholog-
ical triggers of shopping; questions tend to create awareness on the factors that im-
pulse buying of clothing and shoes and the feelings and emotional state emerged 
when the individuals complete the buy in a timeframe before and after the lockdown 
period. In addition to the above, this part surveyed respectively the participants’ atti-
tude and behavior towards sustainable clothing. Answers will insight on the individu-
al’s character, sensitivity, emotional spending, and reasons for deciding a purchase of 
fashion items. The scope of learning about the buying behavior when purchasing 
goods, such as apparel and footwear, is vital not only in understanding if and how the 
buying habits change under such stressful conditions like COVID-19, but also in provid-
ing useful guidance for some business management efforts.  
To motivate the respondents for participation the online survey was structured 
in such a way so as to be user friendly, last maximum five (5) minutes, and engage 
them to provide answers with honesty and accuracy; different types of questions have 
been used across all parts: demographic and dichotomous questions, multiple choice, 
matrix questions. A 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strong-
ly Agree) was used to measure the frequency of 8 pre-defined statements regarding 
how lockdown measures have affected the audience. Likert scales and matrix ques-
tions. Seventeen (17) questions in total were formatted to reveal the background, psy-
chographic profile and purchasing intention of the respondents.  
Data was collected through Google platform, specifically through Google forms 
and after being exported and cleaned up using Microsoft Excel they were uploaded in 
the opensource statistics application PSPP. All collected data were analyzed with 
PSPPIRE (PSPP+GUI) using descriptive statistics and correlation analysis. Frequency dis-
tribution and percentages were used to analyze data.  
 Frequency tests have been conducted and statistical tests such as Pearson and 
one-way ANOVA were used to check out if there were statistically significant relation-
ships among other selected variables, results of which are analyzed in detail in the next 
part “Statistical Analysis”.  
4.1.3 Statistical Analysis 
This section is aiming to analyze the five hypotheses outlined in the Research Mod-
el (3.4). From the relevant questions which have been designed per each hypothesis, 
the related responses have been collected and examined. Each one of the variables 
examined was tested towards the intention of respondent to change after the virus 
crisis. In order to gain understanding on this main variable, we targeted on quantifying 
the intention of changing fashion and clothes purchasing habits in the future by con-
sidering that the more answers the respondent gives in the relevant question (Q.17 of 
the questionnaire) the strongest his intention to change will be. 
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H1: There is a positive relationship between the Perceived Behavioral Control of fash-
ion consumers and their intention to change after COVID-19. 
A Pearson chi-square test was conducted to essentially identify whether the results of 
the crosstab between the effect of the lockdown in the individual’s way of dressing 
and the intension to change, are statistically significant. Table 4.1.3.1 (p=,964) shows 
that PBC was not found to be statistically significant and it is an evidence that the null 
hypothesis is invalid. 
Table 4.1.3.1: Style Change and Intention. 
 STYLE_CHANGE INTENTION 



















H2: Subjective norms among fashion consumers have a significant positive impact on 
their intention to change after COVID-19. 
In this hypothesis, both the interpersonal and external function of influence towards 
the consumer intention have been tested. Firstly, the variable of interpersonal influ-
ence was created by summing two associated variables of social media influencers as 
well as friends influence to the way respondents bought their clothes in lockdown pe-
riod. Secondly, the external influence variable was created considering the impact of 
physical and online advertising to the way respondents bought their clothes in lock-
down (Q.15 of the survey populated in Appendix). Although these associations are 
supported by numerous articles for consumer behavior and social psychology, our 
analysis through tables 4.1.3.2 (p=,737) and 4.1.3.3 (p=,225) does not verify that a pos-




Table 4.1.3.2: Interpersonal Influence and Intention. 
 INTERPERSONAL_INFLUENCE INTENTION 



















Table 4.1.3.3: External Influence and Intention. 
 EXTERNAL_INFLUENCE INTENTION 



















H3: There is a positive relationship between fashion consumers' existing ecological be-
havior and their intention to change after COVID-19. 
Overconsumption and environmentally unfriendly materials have made consumers un-
certain of the fashion industry’s intentions. In this hypothesis both reuse and recycle of 
clothing habits (Q.21 of the survey populated in Appendix) during lockdown and sus-
tainability purchase intention (Q.13 of the survey populated in Appendix) before the 
pandemic are tested towards consumers intention to change their shopping habits af-
ter the pandemic. For the first, a Pearson chi-square test was conducted and for the 
second a one-way ANOVA test has been applied to verify the results, thus allowing ac-
cepting, or rejecting the hypothesis. Table 4.1.3.4 (p=,133) and 4.1.3.6 F(2,204)=1,11, 
p=,332 display the results that our hypothesis is not verified and no statistical signifi-
cance exists.. 
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Table 4.1.3.4: Recycle Clothes and Intention  
 RECYCLING INTENTION 



















Table 4.1.3.5: Sustainable purchases and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  





















































Table 4.1.3.6: Sustainable purchases and Intention  


















H4: eWOM involvement has a significant positive effect on fashion consumer's inten-
tion to change after COVID-19. 
Q.7 of the survey populated in Appendix was used in order to create the variable of 
eWOM. As respondents were able to select the medium that influences them the most 
when purchasing fashion products, researcher considered that the more social media 
the respondent selected the strongest the eWOM is. To examine the statistical signifi-
cance of eWOM and intention of consumer to change shopping habits a one-way 
ANOVA test was conducted. As per results of table 4.1.3.8 F(2,204)=2,59, p=,078 and p 
value is above the cut off point that scientists use which is 0,05 therefore we can con-
clude that the eWOM involvement has a 10% level of significance to affect fashion 
purchasing habits after COVID-19.  
Table 4.1.3.7: eWOM and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  


















































Table 4.1.3.8: eWOM and Intention  


















H5: Set of hypotheses among demographics and the intention to change after COVID-
19. 
A one-way ANOVA test has been applied to verify the results, thus allowing accepting, 
or rejecting the set of below hypotheses testing the impact of each demographic vari-
able towards the intention to change purchasing habits after the pandemic. Results 
will be summarized at the end. 
 
H5 (a): Age has an impact on the intention of fashion consumer to change after COVID-
19. 
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Table 4.1.3.9: Age and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  

























































Table 4.1.3.10: Age and Intention  



















H5 (b): Gender affects the intention of fashion consumer to change after COVID-19. 
Table 4.1.3.11: Gender and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  










































Table 4.1.3.12: Gender and Intention  



















H5 (c): Marital status has an impact on the intention of fashion consumer to change 
after COVID-19. 
Table 4.1.3.13: Marital Status and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  







































































Table 4.1.3.14: Marital Status and Intention  



















H5 (d): Educational level has an impact on the intention of fashion consumer to change 
after COVID-19. 
Table 4.1.3.15: Educational Level and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  







































































Table 4.1.3.16: Educational Level and Intention  
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H5 (e): Income has an impact on the intention of fashion consumer to change after 
COVID-19. 
Table 4.1.3.17: Income and Intention Descriptives 
       95% Confidence 
Interval for Mean 
  







































































Table 4.1.3.18: Income and Intention  


















As stated above, the researcher executed a one-way between groups analysis of 
variance to explore the impact of demographics on intention to change shopping hab-
its. All hypotheses were tested at the 95% confidence level. Based on the tables 4.1.3.9 
to 4.1.3.18 which display the results of statistical significance of each one of them, we 
result that in the cases of age, F(3,203)=3,36, p=,020, gender F(1,203)=7,0, p=,008 and 
income F(4,202)=4,66, p=,001, the p-value is less than 0,05. Therefore, we can reject 
the hypotheses H5 (a), H5 (b) and H5 (e) and conclude that the intention to change 
shopping habits after COVID-19 is influenced by the age, gender and income respec-
tively. Not all demographics seem to have effect on the consumer intention to change 
after the pandemic; significant results were not found during the examination of hy-
potheses H5 (c) marital status F(3,203)=1,09, p=,354 and H5 (d) educational level 
F(3,203)=1,45, p=,228. 
5 Analysis and Conclusions 
5.1 Findings and Comparison with pre COVID-19 consumer persona 
The pandemic changed drastically the motivation and human behavior of people 
shifting the priorities of consumer needs and affecting the decision purchasing pro-
cess. To most effectively discuss the findings there have been identified the below pat-
terns : Less buying, comfort and better quality buying, environmental and ethical buy-
ing. In comparison to the pre COVID-19 consumer who was more driven by self-
actualization and self-esteem before buying fashion items, the new consumer persona 
prioritizes the needs by first covering all natural needs like air, water, food, health, 
secondly all safety need such as employment, security property and then covering 
needs in sense of connection and communication with family and friends. It is of great 
interest that the surveyed population for this research by 62,3% has responded that 
during the lockdown they have bough fewer clothes and shoes than usual, whereas 
only 11,1% has admitted that bought more. The rest as shown in table 5.1.3 have re-
ported that they bought about the same (23,7%) and only 2,9% did not have accurate 
picture. 
Table 5.1.1: Frequency Data of buying during lockdown. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
Don’t know 1 6 2,90 2,90 2,90 
About the same 2 49 23,67 23,67 26,57 
Fewer than usual 3 129 62,32 62,32 88,89 
More than usual 4 23 11,11 11,11 100,00 
Total 207 100,0 100,0  
Consumers showed the tendency to have bought more comfortable clothing, less 
luxury items, and got more active clothes to support their exercising and outdoor activ-
ity. Thinking about why they usually buy clothes and shoes the surveyed population 
answered by 45,4% that they bought clothes for exercising and 42,5% that clothes and 
shoes purchases took place in order to support them in their outdoor activities (Figure 
2). 
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Figure 2: Needs fulfilled when fashion items were purchased in lockdown 
 
Given their experience in lockdown, respondents answered by 41,5% that they in-
tend to spend more on better quality clothes in the future and by 45,4% that they in-
tend to support brands with strong ethical and environmental beliefs. Value-in-use has 
both physical and psychological benefits that help consumers act more eco-consciously 
in their purchasing habits, feel better and enjoy the overall shopping experience. Alt-
hough there is limitation in the statistical analysis due to small sample of surveyed 
population, the literature review as well as the design of consumer profile and busi-
ness reaction in the marketplace of fashion provided insights on consumer’s behavioral 
characteristics during a breaking event. As consumers want fashion companies to up-
hold their social and environmental responsibility, given the level of overproduction 
this might be a strong message to fast fashion companies to question their contribu-
tion to sustainability efforts and adopt a mindset of longevity in their products. 
Shopping journey will keep travelling in the online world and digital channels will 
accelerate. The traditional role of physical stores will inevitably change but they will 
still exist even in smaller percentage to support the omnichannel experience fashion 
brands want to offer. As per table 5.1.2 it is likely preferred by consumers to have 
available both options to visit for shopping. 
Table 5.1.2: Frequency Data of buying channel. 
Value Label Value Frequency Percentage Valid Percentage Cumulative Percentage 
Online 1 32 15,46 15,46 15,46 
Physical Store 2 60 28,99 28,99 44,44 
Online + Physical 3 115 55,56 55,56 100,00 
Total 207 100,0 100,0  
 
 All nations across the world and governments with the help of public and private 
health systems are trying to manage the spread of the virus and reduce its outbreak. 
Society and business will have to adopt a new reality and new trends and habit will re-
form the existing operational models. Apparel, footwear, luxury, sportwear and fash-
ion industry overall will have to manage an economic crisis, incorporate sustainability 
and design growth strategies that will evolve the new consumer needs, transparency, 
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6 adidas Business Case 
“adidas” is the second largest sportswear brand in the world after Nike. It was founded 
in 1949 by Adolf Dassler, the brother of Rudolf Dassler who founded afterwards an-
other sportwear brand Puma, and since then it is known for its iconic shoes and 
sportswear worn by athletes across the globe. Over the years, “adidas” turned into a 
global sportswear and lifestyle label for the entire family, with sales activities across 
the world. The company dominated the global sports economy until 1960, but due to 
its founder death and changes in strategic goals, the company did not perform well 
until the year 2000, when it cleared the way out of the crisis and regain its market 
share. During the last years it has seen an increase in sales across all product, as it has 
become a trend across all ages. In addition, the brand’s strategy in innovation and sus-
tainability is targeted to influence the environmental footprint of the company. Having 
established a huge manufacturing network, “adidas” is a strong competitor in the mar-
ketplace due to the proper product and brand positioning, Business-to-consumer (B2C) 
online direct-selling model, the successful implementation of a digital transformation 
initiated in 2015, its multichannel promotions, high-quality products, fair average price 
of items, active user experience and good team management. For all above reasons 
the researcher examined how the company reacted to the global spread of corona-
virus.  
6.1 Business Strategy in COVID-19 crisis 
During the coronavirus first lockdowns, adidas was severely hit as the new 
measures of social distancing had a great impact on consumer habits and consequently 
on the operations of the company. The company took the decision to skip rental pay-
ments on its own brand retail stores and in order to cushion the economic blow from 
the pandemic, it has received a relief package from the German government. Strong 
comments of criticism and negative eWOM due to this action affected the reputation 
of the company short-term and the group reached the conclusion to pay all its land-
lords in full after all [66]. On the other hand, there were introduced several corona-
virus-related initiatives by the company, such as offering free premium access to its 
training and running mobile applications and launching a campaign called the 
“#HomeTeam” accompanied by a virtual sporting event, to help people stay active and 
united and make the difference by dedicating their training effort for good; more spe-
cifically for every hour of training the company donated one dollar to the Covid-19 Sol-
idarity Response Fund for the World Health Organization (WHO). In addition to its pro-
duction for fabric face masks, a partnership with Carbon company took place to start 
producing 3D-printed face shields. To keep the community connected and engage the 
consumer “adidas” brand is created dedicated lockdown content, by expanding its re-
mit beyond athletics and sport and focusing on creative types of workout content 
seeking partnership with its influencers and ambassadors [67]. During COVID-19 a con-
tinuous effort from “adidas” was observed, to bridge the gap between the athletic as-
pect of the produced fashion items and the brand image. With consistent digital pres-
ence in Social Media they have turned the crisis into an opportunity to connect with 
the consumer. Numerous posts on Instagram helped to support the online campaigns 
and strengthened the stylish and creative brand positioning. Apart from consumer en-
gagement the brand wanted to keep the relationship with its wholesale network as 
well. Having the physical showrooms closed it used a "digital showroom tool" that 
combines three-dimensional video previews and augmented reality to bring its prod-
ucts to life in a virtual sell in meetings with its partners. 
6.2 Macroeconomics and COVID-19 milestones 
The global spread of the coronavirus during the first quarter of 2020 in accordance 
with the governmental restrictive measures led to a significant number of store clo-
sures of “adidas” own retails as well as its wholesale partners. Sports brands 
such as “adidas” and its main competitor Nike initially responded to COVID-19 by re-
ducing hiring costs across geographies. The brand adopted a disciplined approach and 
decreased by seven percent all operating expenses and by twenty-five percent the 
marketing expenses. As reported in brand’s official website, the net profit fall by nine-
ty-seven percent in the first quarter and overall, in the first half of the year the reve-
nues dropped by twenty-seven percent. During the second quarter, it faced a revenue 
down of thirty-four percent in currency neutral terms and the operating costs related 
to coronavirus reached the net amount of 250 million euros. Inventories were reduced 
by ten percent at the close of the third quarter compared to the end of the second. 
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The fourth quarter was focused on holding back sales growth by keeping lean invento-
ries to emphasize full-price sell-through and better position the company for 2021. 
[68]. No matter the decrease in overall revenues, the company reported an exception-
al growth in online sales. 
6.3 Business Evolution 
The brand was already innovating through new technologies and reused material 
for the creation of its products and has pursued green initiatives, such as reuse plastics 
from the oceans or avoid oil-based plastic to help the reduction of carbon emissions. In 
the wake of COVID-19 it implemented sustainability measures as its top strategic prior-
ity; among other companies, “adidas” has placed more sustainability bonds this year. 
Together with one of its competitors “Allbirds” they plan to develop a high-
performance athletic shoe with little to no carbon impact. The exact ambition is to re-
duce the amount of carbon in an athletic shoe below 2kg. During 2020, it is recorded 
that more than 15 million pairs of shoes were produced with the waste products from 
oceans and in December 2020 the company has announced that in 2021 more than 
60% of its production items will be created with sustainable materials [69]. 
6.4 Online Sales 
“adidas” has redesigned its online presence the last years, activated digital com-
munication channels and enabled personalization of fashion items for the consumers. 
While e-commerce was impacted during February, the company has reported an in-
crease of ninety-three percent in the second quarter of 2020 in its direct-to-consumer 
(D2C) channels and a nearly double digit growth in May compared to same month last 
year, coming across an increase in full price sales, when at the same time nearly seven-
ty percent of its physical stores were not operating [67]. 
6.5 Sell out trends 
Simon Peel, Senior Director of Global Media at adidas, in a recent interview [70] 
has confirmed the massive shift to online sales despite ongoing disruptions to the re-
tail landscape due to the pandemic. With health and wellness, being brought to the 
center of people’s interests, specific product categories seem to have benefit from the 
consumer demand; as people stayed at home, they wanted to feel comfortable in their 
clothes and apparel category has seen an increase in sales with loungewear (tracksuits, 
slides, socks) performing a successful sell out. At the same time, as people turned to 
outdoor training and virtual exercising, products from activewear categories like run-
ning, cycling and yoga, also recorded a strong growth. 
6.6 Inventory Development 
Company’s CEO has reported in [71] that in the light of COVID-19 inventories had 
climbed to four billion as the products piled up unsold due to partners cancellation of 
orders or delay of converting the demand. Despite the store closures the aforemen-
tioned e-commerce growth was a bright spot that led the board of the company to the 
decision to reallocate the previously reserved stock for wholesale orders to online 
channels in order to serve the demand and convert as high volumes as possible.  
6.7 Findings and Comparison with the Research Model 
The five critical determinants presented in Research Model aim to investigate 
if the shopping intension for fashion goods is changed because of newly intro-
duced different circumstances of living due to the pandemic. Apart from the fact 
that statistical analysis revealed significance only for two of them, eWOM and 
partially some variables of demographics, this case study comes to support the 
literature review and the need for a more sustainable business models and sup-
ply chain management as an essential step for businesses to survive. In light of 
the global COVID-19 developments, “adidas” monitored the situation and 
adopted practices accordingly by combining its fundamentals with digital mar-
keting strategic campaigns. With prioritization of the health and safety of its 
employees, customers, and partners, has closed stores across all countries. The 
company faced a short-term negative eWOM with the postponement of rental 
pay of its landlords but reversed it soon by creating an opportunity for the brand 
to stand out through positive ethical engagement and consumer commitment 
throughout its communities (interpersonal influence). It seems that they have 
managed to deploy social marketing strategies (external influence) with a con-
tinuous changing business model, and despite the decrease in sales to achieve a 
growth in digital sales channel. The brand relied heavily on social media and sto-
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rytelling and tried to pair the need for human support with customer experi-
ence. The COVID-19 pandemic has challenged the brand and the marketplace in 
which it is operating, and future actions need to ensure long-term sustainability 
along the supply chain. More sustainable production methods could become de-
cisive for “adidas” brand to strengthen its role in the supply chain and improve 
strategic partnerships. 
7 Discussion 
Our world currently faces new challenges which we must overcome with tranquility 
and consistency. Humanity faces the danger of a pandemic during which human lives 
are lost daily. COVID-19 has made a great impact to everyone’s life and over the last 
months there has been a systematic attempt to find the cure for such a disease. How-
ever, there are scientists who contribute indifferently to the investigation of the het-
erogeneous and uncertain macroeconomic effects of the pandemic across countries, 
sectors and industries on a global scale. In this direction researcher has conducted this 
research doing her part and contributing the best so that to provide insights on the 
consumer behavior analyzing past pandemic purchasing intentions and profiles in 
comparison with COVID-19 consumer persona profiles, seeking to gain understanding 
and potentially help companies of fashion industry to predict the likelihood, or pro-
pensity, of future activity at a customer level. Insights on traditional and digital con-
sumer profiles, as well as on the business reaction are included in our research which 
has attempted to map the current situation in terms of the consumer purchasing reac-
tion and intention to change shopping habits. There was an effort to search and con-
tribute in what so called consumer behavior and how it is influenced by the COVID-19. 
Our research model and statistical approach tried to encompass most of the aspects of 
consumer influence including the PBC, the Subjective Norms, the ecological attitude, 
the eWOM and the demographics. Motivations, attitudes, behaviors, feelings, reac-
tions have been examined and yet need further investigation. The researcher compre-
hends the need of measures which are effective to prevent a further spread of the dis-
ease and is interested to acknowledge the significance of decisions related to public in 
consumer behavior; studying it provides vital information regarding the purchasing 
process of consumers. Researcher has also complemented this study on the pandemic 
by examining the purchasing intention between people with entirely different cultural, 
ethnical, and geographical background.  
Due to the urgency of the situation most of the citizens around the globe have 
complied to the rules and in enforced lockdowns and it seems that this will change the 
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way consumers behave. However, since many of the longer-term changes in consumer 
attitude are still being formed, scientists have the opportunity to collect more findings 
for further examination and companies to help shape the Next Normal. This research is 
taking place while COVID-19 phenomenon is still in progress, but it focuses mainly on 
individuals’ behaviors after the first quarantine period was ended.  
Some evidence provided statistically important results; through the research mod-
el it was defined what factors seem to affect peoples’ behavior and shopping habits 
and through the experiments it was confirmed that some of the key dimensions for 
consumer segmentation of fashion industry should be age, gender and income. COVID-
19 is a disease entirely different and requires other ways of treatment. From a practi-
cal perspective, the results can provide interesting suggestions to stakeholders in-
volved in the fashion apparel and shoe market, nevertheless it is a bias that the pan-
demic is still ongoing and we cannot conclude to safe results as the transformation of 
the demand is in progress. The present paper can significantly contribute to existing 
literature and provide useful insights to academics and students. In spite of the fact 
that fashion industry was accelerating growth until COVID-19 appeared, this research 
will definitely provide insights for the consumer and business reaction during the pan-
demic.  
This paper provided an overview of the determinants of intentions to purchase 
fashion items such as apparel and shoes in the times of COVID-19 pandemic. Our 
study’s limitations indicate some directions of future research. The questionnaire was 
completely anonymous, and the reason was that the researcher wanted to make the 
participants feel free to answer and help her get closer to people’s state of shopping. It 
is suggested though that future research should include a larger sample, more ques-
tions referring to attitudes, cultures, perceptions, and lifestyle so that more insights 
are revealed for the consumer purchasing decision motivation and process. No actual 
measure of behavior was obtained for this study, and the only dependent variable ex-
amined is intention. Also, future research might focus on each one of the factors of the 
research model independently so that it concludes to more accurate and safe results. 
Last, future research may pay more attention to the actual behaviors of fashion prod-
ucts consumption instead of focusing narrowly on intention. Marketers need explore 
the factors that attract consumer’s demand in the COVID-19 era which has trans-
formed consumers lives. The moment consumption is driven by the demand of goods 
that cover physical needs, targeted business strategies for retention of fashion cus-
tomers should be focused on the economic downturn, preference channel shifts and 
digital acceleration as well as sustainability. Marketing managers of fashion industry 
can use the insights of this research to decide on their market segments so that they 
could target potential consumers.  
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This part presents the questionnaire with title “COVID-19: Impact on Consumer Behav-
ior in Fashion Industry”. 
Section 1: Welcome Message 
“Are you an English speaker, 18+ years old, resident of any country across the world?  
I am interested to understand how your buying habits and experiences have been af-
fected or not, by the recent pandemic. All I need from you is to take 5min and com-
plete this questionnaire! 
Thank you in advance!” 
 
Section 2: In this section we would like to know some demographic data about you. 
(None of the following questions can be used to identify you. Also note that all your 
answers will be kept strictly confidential and will be used in aggregate). 
Q.1: Please select our age group 
o 18-24 years old 
o 25-44 years old 
o 45-55 years old 
o 56 and over 
o Prefer not to say 
Q.2: Which of the following describes your gender? 
o Male 
o Female 
o Prefer not to say 
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Q.3: What is your relationship status? 
o Single 
o Married 
o Civil partnership 
o Divorced 
o Widowed 
Q.4: What is the highest level of school you have completed? 
o High-School 
o Bachelor’s Degree 
o Master’s degree 
o Ph.D. or higher 
Q.5: Please give an estimation of your total annual income. 
o 0 – 8.000 € 
o 8.001 – 20.000 € 
o 20.001 – 35.000 € 
o 35.001 – 50.000 € 
o 50.000 or more 
 
Section 3: In this section we would like to know through which channels you prefer to 
shop. 
Q.6: Which way do you prefer the most to purchase clothes/shoes for yourself or as a 
gift? 
o Online 
o Brick and mortar shop (physical stores) 
o Both online and physical stores 
Q.7: Which social media app/site are you most influenced when purchasing fashion 





Q.8: Which of the below pursuades you the most to buy from a brand? (you may select 
more than one answer) 
o Video advertisements e.g instagram story adverts 
o Influencer/celebrity posts 
o The brand's official social media accounts 
o Brand collaborations 
o Paid advertisements 
 
Section 4: In this section we would like to reflect the way you are shopping. 
Q.9: Which of the following statements are reasons you usually buy clothes/shoes? 
(you may select more than one answer) 
o To replace used clothes/shoes 
o To reward myself 
o To feel more confident 
o To feel more comfortable during an activity e.g sports 
o To entertain myself 
o To fit in with friends or peers 
o None of the above 
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Q.10: For the next question, please answer in relation to clothing/shoes you have 
bought. Comparing the time in lockdown to an average period, which best describes 
your clothing/shoes purchases? 
o I have bought fewer items than usual 
o I have bought about the same 
o I have bought more items than usual 
o I don't know 









Q.13: Did you buy from sustainable fashion brands before the pandemic? 
o Yes, regularly bought from sustainable brands 
o Yes, occasionally bought items from sustainable brands 
o No, haven't bought from a sustainable brand before 
Q.14: The CV-19 pandemic and shut down of industry has resulted in a 60% reduction 
of air pollution worldwide, showing the way to sustainable industrialisation. After the 
pandemic, would you be more interested in buying sustainable fashion? 
o Yes 
o No 
o It depends on the price 
Q.15: To what extent do you agree or disagree with each of the following statements 











I have noticed clothing 
marketing strategies spe-
cifically focused on what to 
wear during lockdown 
     
I feel influenced by physi-
cal advertising to buy 
clothing/shoes e.g bill-
boards 
     
I feel influenced by online 
advertising to buy cloth-
ing/shoes e.g web ads 
     
I feel influenced by friends 
to buy clothing/shoes 
     
I feel influenced by social 
media influencers or celeb-
rities to buy clothing/shoes 
     
I have dressed differently 
than usual 
     
I have reused or recycled 
clothing/shoes in the 
house more than usual e.g 
used for cleaning 
     
I am looking forward to 
buying new clothes/shoes 
once lockdown has ended 
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Q.16: Thinking about why you usually buy clothes/shoes, have any of the following ac-
tivities fulfilled the same needs as buying clothes/shoes during lockdown? (you may 
select more than one answer) 
o Exercising 
o Spending time outdoors e.g nature 
o Spending time with family or friends online or on the phone 
o Cooking or preparing food 
o Having time to yourself 
o Other 
Q.17: Given your experience during lockdown, how do you plan to change your fashion 
and clothes purchasing habits in the future? (you may select more than one answer) 
o I intend to purchase fewer items of clothing/shoes 
o I intend to spend more on better quality items of clothing/shoes 
o I intend to buy secondhand products more 
o I intend to support brands with strong ethical and environmental beliefs 
o I intend to support local independent retailers and manufacturers 
o I intend to reduce time spent for shopping and spend it with family and friends 
 
Section 5: Thank you very much for spending some time to participate in this study! 
 
 
 
 
